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buy and discuss personal experiences can affect the consumers' purchasing habits. The individual tends to benefit from the experiences of others about a specific product and thus influence their e-purchase decisions. In addition, around 39% of Internet users browse social networking sites to search for published information by other users about the products they are interested in (AIMIA, 2013) . Therefore, it became necessary to investigate the scientific impact of social networking sites on consumers e-purchasing decision especially in the fashion sector as social networking sites are consider as the new platform for fashion "moda" and trends, with the emerging of what so called "Fashionistas" attracting different segments of consumers to such pages.
Literature Review 2.1 The Concept of Social Networking Sites
According to Curran et al. (2014) Social networking sites have witnessed significant developments since the 1990s, where internet has become the social communication medium most people used and as part of their daily routine, this contributed to the radical transformations of human lives. Social networking can be interpreted as the available sites on the internet that allow users to communicate, dialogue and exchange ideas through their applications, which range from chat rooms, photo albums, to video share and personal posts. The most prominent examples of the social networking that exist today are Facebook, Instagram, Twitter, YouTube, LinkedIn and Google plus. They all involve the creation of a set of e-social identities that individuals or even institutions establish to improve personal and professional relationships (Debsi & Tahat, 2013) . The number of social networking sites is estimated in millions and increases on daily basis.
Facebook (king of social media) is the most popular site internationally and locally among the various social networking sites (ARABSIMS, 2015) . At the end of 2015, the recorded statistics indicated that the active Facebook accounts in Jordan estimated at 4,100,000. However, it should be clear that some users have more than one Facebook account, some for personal use and some for business and marketing purposes only. Sowaydan (2011) defines the word of mouth as positive or negative feedback transferred to another consumer by a consumer as a result of a received product and service. The e-word of mouth has the same features of ads, but its quality is determined by the product information highlighted in the feedback, the way in which it was written and whether it has added useful information or not (Xiaofen & Yiling, 2009 ). The positive feedback from a comment, likes or sharing is important in reducing ambiguity about the displayed product and the degree of uncertainty that accompanies the purchasing decision (Gremler et al., 2001) . The consumers are influenced by negative e-word of mouth more than the positive ones (Shahana & Dawn, 2007) . Consumers in general, and in the fashion industry, usually ask others for help and advice on products to buy (Mauri & Minnazi, 2013) . The importance of the e-word of mouth is transferred to all purchasing decision stages, according to Cheung and Lee (2012) the explosive growth of the Internet significantly increased the importance of e-word of mouth delivered to a large number of people around the world, which also made it possible for consumers to discuss and exchange opinions and reviews.
Electronic Word of Mouth

Electronic Reference Groups
Reference groups can be defined as group of individuals that affect the personal behavior of people and direct them to certain paths (Obidat, 2004) . According to Bakri (2006) reference groups are group of individuals that affect directly and indirectly the consumption attitudes and behaviors of people.
Reference groups are what individuals refer to as standards and norms used to evaluate their own behavior, which can be classified into two main categories as follow:
Primary Groups
Primary groups can be described as informal relatively small social groups that share intimate, personal, long lasting relationships among its members. Primary groups shared concern for one another as well and affect the attitudes and behaviors of its members. A good example of primary groups is nuclear family and close friends (Andersen et al., 2010; Bakri, 2006) .
Secondary Groups
Secondary groups can be defined as formal (and semi-formal) groups that affect the behavior of people. The members of secondary groups normally interact on a less personal level compared to the primary ones. Another difference between secondary and primary groups is the fact that normally individuals willingly choose to be part of the secondary groups. A good example of secondary groups is friends, neighborhoods, acquaintances, sports teams, professional colleagues, and official communities (Andersen et al., 2010; Bakri, 2006) .
Stages of Consumer Decision Making Process
Commonly, there are five stages in the process of purchasing, whether traditional or electronic. The stages can be summarized as follows:
Need recognizing is the first stage, where the consumer feels there is a shortage or desire to cover something missing through the action of purchase (Kotler & Armstrong, 2012) . The second stage is the information search, where the consumer starts up searching for all the information related to the available alternatives that might fulfill his need. The sources of information that the consumer depends on are either internal or external; mostly the family, friends, study and work colleagues in addition to the personal experience. The consumer is often interested in collecting information about the quality of the products, prices and best-selling places, in addition to the available methods of payment. The duration of this stage varies according to the characteristics and personality traits of the consumer (Kotler, 2011) . The third stage will be the alternatives evaluation stage, where the consumer starts an assessment of all the available alternatives that he managed to obtain in the previous stage. The evaluation normally focuses on the quality and specifications of the goods and/or services being assessed, however, consumers depend on selection criteria that they have developed during the previous stages, the assessments aim to differentiation between the available options, this is very likely to be affected by the demographic, psychological characteristics and consumers purchasing capabilities (Hisham & Abuhmeida, 2007) .
The next stage is the purchasing stage, which is one of the most important stages of the purchasing process because it is implicitly associated with all the previous stages. It is considered as a result of the differentiation and evaluation process of all available alternatives. The purchasing stage is normally a natural result of a number of partial decisions related to the product, which can be acquired from a specific place, at a specific time and mechanism, and according to the certain price (Hisham & Abu Humida, 2007) . In order to consider the product purchasing stage an electronic one the purchase should take place in the internet (online) even of some of some of the other stages of the purchasing process did not. It should be clear that all marketing practices and activities affect in one way or another purchase stage (Abdul Hamid, 2010) .
Post-purchase evaluation is the last stage of the process, once the consumer has made the purchase, he evaluates his purchasing decision in terms of to which degree did the product he got satisfy his needs and wants (wishes and desires) and to which level the product performance matches his/her expectations. The evaluation of the product is often classified as positive and negative (Hisham & Abu Humida, 2007) . If this stage is not carried out successfully, the consumer will remain in constant uncertainty, thus not returning to buy the same product again, and will return to the initial stages of making a purchasing decision for the same product in the future (Sumaidai & Yousef, 2007) .
Conceptual Model
The conceptual model was built based on previous studies and literature review as presented in figure (1 
Independent Variables
Source: Developed by the researcher based on the literature review and previous studies (LUÍS & Sebra, 2013; Daugherty, 2009; Tayeh, 2007) .
Research Methodology
Since this study is describing an existing phenomenon, the research utilized descriptive analytical methodology to achieve the aims of this study. Since this research is based developing hypotheses based on literature review and then test theses hypotheses in the targeted population, a deductive approach was used for this research. Quantitative approach was used to collect the research data through survey strategy that utilized questionnaire as the research instrument. The research instrument was developed based on the literature review and the results of the pilot study, in which a panel of expertise in the field of study was approached and their comments on the research instrument were addressed properly.
The questionnaire consisted of three parts plus the cover letter, the first part of the questionnaire collected data on the independent variables (social networking sites) and contained 11 statements, the second part collected data on the dependent variable (the five stages of e-purchasing process) and contained 38 statements, the third part collected the demographics of the sample and contained 8 questions. The first two parts of the questionnaire used five points Likert scale ranging from strongly agree to strongly disagree.
Population and Sample
The population of the study consisted of all consumers who purchase fashion products electronically; the number is estimated around 352,000 consumers that equal 22% of about 1.6 million ebuyers in Jordan (Befort, 2015) . The main active fashion e-stores in Jordan were approached to identify the population of the study as accurate as possible based on their customers' database.
A connivance sample was found to be the most appropriate to the nature of the study, the sample was drafted from the lists obtained from e-stores and designated websites, mainly Markavip and Souq. The sample unit must have at least one active account on Facebook to be considered within the sample. Accordingly, 601 users have been identified to be the sample of this study with a margin error of 4%.
The questionnaire was distributed electronically via SurveyMonkey, where a link was created on the site and sent to the active Facebook accounts of the selected sample and a follow up message was sent to all participants few days later. Out of 601, 436 questionnaires were retrieved with a response rate of 72.5%, and after the filtration process 9 questionnaires were excluded. Accordingly, 427 screened and filtered questionnaires were analyzed utilizing SPSS.
Research Reliability
The reliability of the instrument was measured through the test of Cronbach Alpha coefficient to confirm the consistency of the scale and to check the degree of stability. (Creswell, 2005) .
Data Analysis
Both descriptive statics and regression analyses were performed to describe the data and test the hypotheses.
Sample Characteristics
The study included eight demographic variables (Gender, Age, Educational level, Job Title, Income Level (Monthly), Internet usage in a normal day (Hours), Social Networks share of internet usage (Daily), and Organize the following social networking sites according to the most used one by you (daily)). 
Hypotheses Testing
Simple and multiple linear regression were applied to examine the impact of social networking sites on e-purchasing decision process through three main hypotheses. In order to do this Skewness and VIF needed to be established first, the results are presented in Table ( 3) Skewness, Co Linearity Diagnosis and Tolerance Table ( 3) indicates the results of skewness as one of the most basic assumption to be checked prior to applying linear regression. The skewness values ranged between (-0.428) for post-purchasing evaluation and (-1.568) for information search. These values suggest that the data for study variables exhibit approximately normal as they range between (±3) which most studies accept to express normal distribution behavior for the variables data. Co linearity is the linear correlation between the two given predictor variables. Linear regression assumes small amounts of correlation among the predictors less than 5 (Maddala, 1992), the maximum value of co linearity obtained is (1.938). This value suggests a very low co linearity concluding that a basic condition to applying linear regression has been met.
Based on table (3) above, the regression tests can be applied, and the results are presented below: HO1: There is a significant impact of social networking sites on e-purchasing process at α ≤ 0.05. Table ( 4) indicates the result of testing the impact of social networking sites on e-purchasing process. The f value (637) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The results show that the e-word of mouth (0.342) and e-reference group (0.400) significantly contribute to the dependent variable as the probability of t statistics was < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable; R2 value is (85.8 %) which is a high percentage. This value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e explained by) the independent variable.
Independent
As a result, the alternative hypothesis is accepted. (674) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.612) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable.
The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (76.1%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable. As a result, the alternative hypothesis is accepted. HO2.1: There is a significant impact of e-reference groups on need recognition at α ≤ 0.05. As presented in table (6), the f value (353.7) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.779) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (62.5%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable. As a result, the alternative hypothesis is accepted.
HO2.2:
There is a significant impact of e-reference group on information search α ≤ 0.05. As presented in table (7), the f value (501.) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.748) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (70.3%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable. As a result, the alternative hypothesis is accepted. HO2.3: There a significant impact of e-reference groups on alternatives evaluation α ≤ 0.05. As presented in table (8), the f value (332.3) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.714) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (61.1%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e explained by) the independent variable. As a result, the alternative hypothesis is accepted.
Independent
HO2.4:
There is a significant impact of e-reference group on e-purchasing at α ≤ 0.05. As presented in table (9), the f value (237.3) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.664) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (52.8%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e explained by) the independent variable. As a result, the alternative hypothesis is accepted. HO2.5: There a significant impact of e-reference group on post-purchasing evaluation at α ≤ 0.05. As presented in table (10), the f value (19.1) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.153) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (8.3%) which is relatively a low percentage, this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable. As a result, the alternative hypothesis is accepted. HO3: There is a significant impact of e-word of mouth on e-purchasing process at α ≤ 0.05. As presented in table (11), the f value (471.7) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.656) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (69%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable. As a result, the alternative hypothesis is accepted.
Independent
HO3.1: There is a significant impact of e-word of mouth on need recognition for a product at α ≤ 0.05. As presented in table (12), the f value (172.7) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.743) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (44.9%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e explained by) the independent variable.
As a result, the alternative hypothesis is accepted. HO3.2: There is a significant impact of e-word of mouth on information search at α ≤ 0.05. As presented in table (13), the f value (237.3) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.730) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (52.8%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable.
As a result, the alternative hypothesis is accepted.
HO3.3:
There is a significant impact of e-word of mouth on alternatives evaluation at α ≤ 0.05. As presented in table (14), the f value (794.3) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.914) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable.
The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (78.9%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable.
HO3.4:
There is a significant impact of e-word of mouth on e-purchasing at α ≤ 0.05. As presented in table (15), the f value (186.1) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.703) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (46.8%) and this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable. As a result, the alternative hypothesis is accepted. HO3.5: There is a significant impact of e-word of mouth on post-purchasing evaluation at α ≤ 0.05. As presented in table (16), the f value (23.1) is significant because the related p value (0.000) is statistically significant (< 0.05). The beta coefficient reflects the impact value in the independent variable. The beta coefficient value is (0.188) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) < 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R2 expresses the prediction strength of the dependent variable using the independent variable, R2 value is (9.8%) which is a low percentage, this value also can be viewed as the variation percentage in the dependent variable that can be accounted for (i.e. explained by) the independent variable.
Independent
Results and Conclusion
The results presented by the statistical analyses above show that there are statistically significant relationships of social networking sites on e-purchasing process. The e-word of mouth and the epurchasing process both have strong positive linear relationships with e-purchasing process. The impact of e-reference groups is a little stronger than the impact of e-word of mouth on e-purchasing process. The highest effect noticed for e-reference groups on the e-purchasing process is on the search information stage (second stage of the purchasing process). The impact of e-reference groups on need recognition, alternative evaluation and e-purchasing is strong as well but week on the post-purchasing evaluation. The highest effect noticed for e-word of mouth on the e-purchasing process is on the alternatives evaluation stage (third stage of the purchasing process). The impact of e-word of mouth on information search is strong as well, the impact of e-word of mouth on need recognition and e-purchasing is moderate to strong, but week on the post-purchasing evaluation.
Based on the above, it could be concluded that social networking sites (represented by the e-word of mouth and e-reference groups) are playing vital role in allowing users to communicate, dialogue and exchange ideas through websites, apps, chatrooms, photo albums and others, resulting in a strong impact on e-purchasing process in the fashion sector in its five stages to the degree of its ability of changing consumers opinion completely and motivate them to get new fashion products.
In general, the results of this study came in a line with several previous studies (Shlash et al., 2011; Yang et al., 2007; Al-Jabari & Nik, 2012) in terms of confirming the impact of social networking sites (ereference groups and e-word of mouth) on purchasing process. However, the results showed different levels of impact on each stage of the e-purchasing process, giving the fashion sector its own unique situation.
Limitations, Recommendations and Future Research 6.1 Limitations of study
The study faced a number of obstacles of which the majority was overcome during the implementation of this study. Mainly, the difficulty of limiting the number of people who make epurchasing in the fashion sector in Jordan which was overcome by arranging meeting with the main fashion e-stores in Jordan and ask for their help. Special arrangements were taken to guarantee the confidentiality of their data. Lack of official local statistics that presents the numbers of e-purchasing process in general and about the fashion sector in particular in Jordan was solved by turning to international sources for these statistics.
Recommendations and Future Research
Based on the results of the research, the main recommendations are that fashion e-stores should pay more attention to consumers' interactions especially in the stages of information search and alternatives evaluation. Providing enough information on the products and its alternatives will be very important in the e-purchasing process. Help the generation of positive comments, likes, shares, tags...etc. on social networking sites will positively and strongly impact the e-purchasing process, this can be done through enhancing the quality of products display (including information provided on each) and responding to the feedback customers share on their buying experience effectively.
As for future research, expanding the dimensions of social networking sites to include elements other than e-reference groups and e-word of mouth will be a good future research area. Also, examining the possible intervening impact of factors like culture norms and motivation for shopping on the original relationship between social networking sites and e-purchasing process will be important to understand. The impact of social networking sites on the traditional purchasing process in the fashion sector to compare results will be a thing to investigate. Testing the impact of social networking sites on other sectors to compare the results is also an interesting filed of investigation. Last but not east, repeating the www.jbrmr.com A Journal of the Academy of Business and Retail Management (ABRM) 47 same study in other markets (countries) to determine any possible differences between the Jordanian market and the regional and international ones.
